ABSTRACT
INTRODUCTION
There is a substantial evidence suggesting that social media are widely and increasingly being used by people of all demographic classes [1] [2] . A special report by Kemp [3] revealed that, as of January, 2018, out of 7.593 billion total world population; 5.135 (68%) billion were unique mobile phone users, 4.021 (53%) billion were internet users, 3.191 (42%) billion were active social media users and 2.958 (39%) billion were active mobile social media users. The report further reports that an average internet user spends, on average 6 hours per day online. Moreover, the report reveals that about 200 million people used internet for the first time in 2017 with Africa recording the fastest growth rate, in which the number of internet users across the continent is increasing by 20% per year. Overall, the report shows that, the global number of social media users has increased by 13% in the last the past year and this staggering increase in internet users is associated with the increasingly affordable smartphones and mobile data plans.
Studies show that, in response to the large number of citizens using social media, government organizations are increasingly adopting social media [4] - [7] hence making social media a key component of electronic government (hereafter called e-government). Use of social media in e-government increases government-citizen engagement [8] , fosters citizens' electronic participation [9] , increases government transparency [10] , strengthens the communication, interaction and collaboration between government and stakeholders [11] and increases citizens' trust in the government [12] .
A study conducted by Dwivedi et al., [13] showed that there are many studies on use of social media in electronic government. However, most of the studies did not employ well established theories [13] . This may be due to a lack of well suited model or theory for acceptance and use of social media in electronic government as social media is relatively a new phenomenon hence calling for a new model to suit this kind of technologies. Moreover, for social media use in government to be successful, the technologies should be accepted by the employees. However, the factors influencing government employees to use social media for work-related purposes are not well known [14] .
Therefore, the main objective of this paper was to empirically validate UTAUT and integrate it with Hedonic Motivation, Perceived Personal Image and Attitude in order to study the factors that influence government employee's adoption of web 2.0 and social media applications for work-related purposes as a pre-step toward developing a model for acceptance and use of social media among government employees. These three constructs emerged in the literature to be important antecedents of technology acceptance [15] . The sample for the current study was obtained from Tanzania government employees based in Ministries, Departments and Agencies (MDAs). This paper proceeds as follows; In section 2-literature review, section 3-Model development and hypotheses formulation, section 4-research methodology, section 5-analysis of the results, section 6 -discussion and conclusion, Section 7-further work, section 8-references and Appendices in section 9.
LITERATURE REVIEW
UTAUT is a unified model for adoption of information systems which was developed by Venkatesh et al. [16] from other eight technology adoption models. It was developed with the aim of providing a standard theoretical framework for individual adoption of technology in organizations by combining the following theories/models: Theory of Reasoned Action, Technology Acceptance Model, Motivation Model, Theory of Planned Behavior , Combined TAM and TPB, Model of Personal Computer Utilization, Innovation Diffusion Theory , Social Cognitive Theory [16] .The UTAUT showed highest total explained variance on Behavior Intention (BI) (70%) and on Use Behavior (UB) (53%) among the eight from which it was synthesized [16] .
Since its development, UTAUT has been applied in a variety of contexts such as in mobile learning [17] - [19] , e-learning [20] , consumer [21] , e-government [22] [23], mobile commerce and internet banking [24] [25], citizens [26] , research [27] , Citizens' Facebook use [28] [29] and small businesses [30] .
However, Venkatesh, Thong and Xu [31] reviewed the use of UTAUT model from when it was developed in 2003 to 2014 and concluded that the model needs refinement . Their study involved 1,267 research papers published in major information system journals and classified the papers into four themes: 1) general citation of to the original UTAUT without any substantial use of the theory (1,205), 2) an application of UTAUT as underlaying research theory in an empirical study (12) , 3) an integration of UTAUT with other theories (13) , and 4) an extension to the UTAUT by adding another construct (37) . Looking at the number of studies which used UTAUT as their base model excluding the general citations, it shows that that there are relatively small number of studies i.e. 62 which used UTAUT as a base model contrary to the original expectation of the model development as it was expected to be a standard theory for studying adoption of information systems among researchers hence suggesting a need to refine the model [16] [31] . In line with the Venkatesh et al., [31] call for need to refine the UTAUT theory, in this study we therefore seek to validate and refine the theory by integrating it with three constructs namely Hedonic Motivation, Perceived Personal Image and Attitude . There is substantial evidence from the literature which suggest that these constructs are important antecedents of intention and use of technology [14] [15].
MODEL DEVELOPMENT AND HYPOTHESES FORMULATION
This study adapts UTAUT model and integrate it with Hedonic Motivation (HM) and Attitude (AT) (see Figure 1) . The proposed research model consists of eight (8) constructs namely; Performance Expectancy (PE), Effort Expectancy (EE), Social Influence (SI), Facilitating Conditions (FC), Hedonic Motivation (HM), Perceived Personal Image (PI), Attitude (AT), Behavior Intention (BI) and Use Behavior (UB). While the UTAUT relationships are shown using thick lines, the added constructs are written in italic. In the proposed model, Behavior Intention (BI) is postulated to be determined by PE, EE, SI, HM, PI and AT while AT is determined by SI, FC, PI and HM. Furthermore, the UB is postulated to be determined by SI, FC, AT, PI and BI and PI is determined by SI. While the UTAUT relationships are shown using thick lines, the added constructs are written in italic. In the proposed model, Behavior Intention (BI) is postulated to be determined by PE, EE, SI, HM, PI and AT. AT on the other hand is postulated to be determined by SI, FC, PI and HM. Furthermore, the UB is postulated to be determined by SI, FC, AT, PI and BI. Furthermore, the model posits that PI is determined by SI. In this study, the moderating variables of gender, age, experience and voluntariness were not analyzed. The hypotheses for this model are explained in the next subsections.
PERFORMANCE EXPECTANCY (PE)
In this study, PE is defined as the degree to which a government employee believes that using social media for work-related purposes will enhance his/her job performance [16] . Apart from Venkatesh et al., [16] who found that PE positively affects BI (see figure 1) , other researchers also confirmed influence of PE on acceptance of technology [14] 
EFFORT EXPECTANCY (EE)
In this study, Effort Expectancy (EE) is defined as the perception that using social media is ease ( [16] ). As shown in figure 1 , EE was found to have significant and positive influence on employee's intention to adopt the new technology in [16] . 
SOCIAL INFLUENCE (SI)
In this study SI is defined as the degree to which government employee's adoption of social media is influenced by the pressure from other people he/she deems important [16] . Previous studies show that SI has significant positive effect on employees' intention to adopt technology [14] [29] . Also, SI was found to have significant effect on attitude in the following studies [15] [19] . Furthermore, social norms (similar to social influence) has shown significant positive effect on user's image (here called perceived personal image) [51] . However, SI was not found to have any significant effect on BI in the following study [18] as suggested by the UTAUT findings. Nevertheless, based on the findings of majority of studies, we hypothesize that: 
FACILITATING CONDITIONS (FC)
Facilitating Conditions (FC) is defined as the individual belief that an organizational and Technical infrastructure exists to support the use of the system [16] . In this study, FC is defined as the belief that there is enough organizational support toward use of social media for workrelated purposes. 
HEDONIC MOTIVATION (HM)
Hedonic Motivation Hedonic motivation is defined as the perceived enjoyment, fun or pleasure experienced when using the technology [21] . In this study hedonic motivation is defined as perceived enjoyment anticipated up on use of social media. Previous studies show that hedonic motivation has positive significant influence on attitude to use a technology [34] . Also, HM was found to have significant effect on intention to use technology in the following studies [21] , [29] , [32] . Hence, we hypothesize that:
H9
HM has significant positive effect on the attitude of a government employee toward use of social media for work-related purposes.
H10 HM has significant positive effect on the intention of a government employee to use social media for work-related purposes.
Perceived Personal Image (PI)
This construct has its roots in the construct called self-identity expressiveness [36] . Personal image or Self-image is defined as the degree to which use of an innovation is perceived to enhance one's image or status in one's social system [52] . Social media enable employees to engage rapidly and simultaneously with peers, colleagues, customers, and the general public thereby offering possibilities to convey a favorable image of the self [36] . Studies show that, if important members among an individual's circle of friends believe that the person should use an innovation, then using it will improves his/her standing within this social system [52] . Empirical evidence show that self-identity has effect on both attitude and intention to engage in behavior [14] . In another study, it was found that, self-expressiveness (here called perceived personal image) has significant positive effect on actual use of social media for work-related purposes [36] . Hence, we hypothesize that:
ATTITUDE (AT)
Attitude is defined as an individual's positive or negative feelings (evaluative affect) about performing the target behavior [35] . In this study, attitude is defined as the government employee's positive or negative feelings about using personal social media accounts for workrelated. Previous studies show that attitude is an important antecedent of intention to adopt new technology [14] [15] [36] . Also, studies show that apart from having direct positive effect on BI, also attitude has direct influence on actual use [14] [15]. Hence, we propose the following hypotheses for this study:
Behavior Intention (BI)
BI is defined as a "degree to which a person has formulated conscious plans to perform or not perform some specified future behavior'' [37] . 
USE BEHAVIOR (UB)
This is the target behavior in this study. It is the actual use of the systems. In this study it is defined as the actual use of personal social media accounts for work-related purposes. It involves posting work-related messages on web 2.0 or social media platforms such as Twitter, Facebook, YouTube, WhatsApp, LinkedIn, Instagram etc. [36] . In this study, use behavior is measured through self-reported frequency of using personal social media accounts for work-related purposes. 
H11 PI has positive influence on the

RESEARCH METHODOLOGY
Population, Sample Size and Sampling Technique
The population for this study is government employees based in Tanzania Ministries, Departments and Agencies (MDAs). These employees were selected because they were considered the key people toward implementation of government policies. Depending on the findings of the study, the government policies can be developed or reviewed to enhance beneficial usage of social media among government employees. Since the population size is finite and known, the Yamane formula [39] was used to calculate the sample size for the study in which 400 is considered adequate minimum sample. For this study, a Quantitative technique [40] using self-administered questionnaire [41] was employed. The convenient sampling technique was used to distribute questionnaire to 1061respondents in the following distribution: nine (9) Ministries, eighteen (18) Government Departments and five (5) Agencies based in Dar es salaam city, Tanzania. 675 (63.6%) questionnaires were returned. After data screening, 600 usable cases were obtained. The data collection was conducted between January 2016 and March 2017. Before the actual data collection, a pilot study was conducted to fine tune the research instruments. 
Instrument Design and Development
The initial measurement instrument used in the study consisted of 38 items (See Appendix A) with all of the items adapted from the literature. While the items for the following constructs -PE, EE, SI, FC, AT and BI were adapted from Venkatesh et al. [16] ; the items for HM were adapted from Venkatesh et al., [21] . Modification was done on the items to fit the area of study. A 7-point Likert scale was adapted in this study with scores ranging from 1-Strongly Disagree to 7-Strongly Agree. The validated questionnaire consisted of twenty-eight (28) items (see Appendix A). respondents. An almost negligible number of respondents 5 (0.2%) indicated that they don't use any social media for any purpose. Those respondents who used at least one application for home or personal purposes, were asked to indicate their perception on the web 2.0 and social media applications and their willingness to use them for professional or work-related purposes.
Study procedure
RESULTS & ANALYSIS
SEM technique was employed to conduct multivariate statistical analysis as it is a robust technique for analyzing multi-interrelationships between latent variables [43] . A two-stage analysis was adapted, starting with analysis of the measurement model through confirmatory factor analysis (CFA) followed by analysis of the structural model [46] . AMOS version 21 and SPSS version 21 tools were used to facilitate the analysis process. 
Descriptive Analysis
Missing Data, Normality and Outlier Assessment
Data screening was performed on the collected data for detection of missing values, normality and outliers in order to produce valid and reliable results [42] . This process resulted in deletion of 75 cases due to high missing rate (more than 5%) and suspicious pattern such as nonengagement [43] . The remaining data with missing values (less than 5%) were imputed using median [44] . The data screening process resulted into 600 (88.9%) usable cases which were used in all subsequent analyses.
Univariate normality was tested by using Skewness and Kurtosis. The results of the analysis are as shown in Table 3 in which the Skewness and Kurtosis values of all items were within the acceptable value of ±2 for Skewness and ±3 for Kurtosis [45] . 
Measurement Model
This study adapted the two-step approach in conducting analysis [46] . First, CFA was conducted in order to assess the measurement model for reliability and validity of measured items followed by analysis of structural equation model for analysis of causal relationships between model constructs. To assess the model fitness, the following model fit indices were used for both the measurement model and structural model for this study: A normed χ-square (χ2/df), Root Mean Square Error of Approximation (RMSEA); Standardized Root Mean Residual (SRMR), Comparative Fit Index (CFI) and Tuller-Lewis Index (TLI) [43] (see table 4 ).
A confirmatory factor analysis (CFA) was carried out to validate a pooled measurement model with 38 items. In order to attain good model, fit, ten (10) items were deleted from the initial measurement model in the following order: PE4, FC3, FC5, HM1, SI4, BI4, PI1, PI3, UB1 and EE2 due to due to low factor loading (<0.5) and being redundant with other items from other constructs [43] . Also, the pair of error terms for items S1 and S3, HM2 and HM3 were constrained due to high modification index (MI>15) [45] .
The resulting model after these modifications showed a good model fit (χ²/df =2.378; RMSEA = 0.048; SRMR = 0.0412; CFI = 0.966, TLI =0.959) (see table 4 , column 4). Since all model fit indices had been achieved, then, the psychometric features of the model i.e., convergent validity, discriminant validity and constructs reliability were assessed.
Cronbach's alpha (α), Composite Reliability (CR), Average Variance Extracted (AVE) and Maximum Shared Variance (MSV) were all used to assess reliability, discriminant validity and convergent validity of the measurement model. For reliability to be achieved, α >0.7 and CR should be ≥0.6 or preferably >0.7, for convergent validity to be achieved; AVE>0.5 and for discriminant validity to be achieved MSV<AVE [43] . Table 3 shows that all the CR for all constructs ranged from 0.766 (FC) to 0.960 (BI), the AVE ranged from 0.77 (FC) to 0.96 (BI) and all MSV<AVE. Furthermore, √AVE-which is shown as the diagonal value (in bold) is greater than all values along the row and column for all constructs hence discriminant validity is achieved [45] . In order to test for multicollinearity, SPSS was used to calculate tolerance and Variance Inflation Factor (VIF). A value of tolerance value greater than 0.1 and VIF of less than 3.0 is considered good indication of absence of multicollinearity [47] . Since all VIFs were <3 and Tolerance >0.1, then it is concluded that there is no multicollinearity in the sample (see table 3 ). Based on this assessment, it is evident that the convergent validity, reliability and discriminant validity of the constructs have been achieved, therefore the assessment of the structural model is done in the next section. The final measurement model consisted of 28 items (See Appendix B). 
Structural Model
The same criteria that were used to assess goodness of fit of the measurement model were used to assess the goodness of fit (GOF) of the structural model. Both models showed similar model fit results (see More specifically, the following factors showed significant effect on Attitude: Hedonic Motivation (HM) (β = 0.231, p<0.001) and Perceived Personal Image (PI) (β = 0.581, p<0.001) hence supporting hypotheses H9 and H11 respectively and contributed to 54% of explained variance on attitude (see table 5 ). However, the following hypothesized effects on attitude were not confirmed: SI (β = -0.02, p>0.05), Facilitating Conditions (FC) (β = 0.042, p>0.05) and hence hypotheses H4 and H7 and H10 were not supported. Furthermore, the following factors showed significant effects on Behavior Intention (BI): Social Influence (SI) (β = 0.126, p<0.01)
Perceived Personal Image (PI) (SI) (β = 0.234, p<0.001) and Attitude (AT) (β = 0.646, p<0.001) hence showing support for the hypotheses H5, H12 and H14 and contributed to 73% of explained variance on behaviour intention (see table 5 ). However, the proposed effect of facilitating conditions on actual use behaviour could not be confirmed hence hypothesis H7 was contradicted. These factors contributed to 73% of explained variance on actual use behaviour (see table 5 ).
Finally, the results showed that Social Influence has positive significant effect on Perceived Personal Image (β = 0.385, p<0.001) hence showing support for hypothesis H3. Also, unexpected significant relationship between hedonic motivation and perceived personal image (β = 0.281, p<0.001) as suggested by the high modification index (HM) (HM = 16.485) [53] . These two factors explained up to 35% of variance on perceived personal image (see table 5 ). These results show that the proposed model showed higher explained variance on Behaviour Intention (73%) and actual Use Behaviour (73%) than the 70% variance on BI and 53% on UB which was obtained by Venkatesh et al., (2003) . However, our model did not include interaction terms as it was the case with the original UTAUT model. This is because the used software in this case i.e. AMOS does not support including interaction terms in the analysis.The structural model results as determined by AMOS are shown in figure 2.
DISCUSSION
The aim of this paper was to validate UTAUT and integrate it with Hedonic Motivation (HM), Perceived Personal Image (PI) and Attitude (AT) in order to investigate the antecedents of acceptance and work-related use of personal social media accounts among Tanzania government employees. The results showed that, the added constructs improved the model performance as shown by the explained variances on behavior intention and actual use.
The results showed that, attitude is the strongest determinant of intention and actual use of personal social media for work-related purposes among the respondents consistent with other studies [15] [36] .
The second most important antecedent of acceptance and use social media among the respondents is perceived personal image (PI) which was found to be highly significant on attitude, behavior intention and actual use behavior . The positive effect of PI implies that , employees will engage in use work-related use of social media if they believe that , engagement in this behavior will enhance their social image among their colleagues and society [36] .
Regarding social influence, our results confirmed its effect on perceived personal image, behavior intention and actual use consistent with other previous studies [14] [15] [16] [21] and [51] . This suggests that the decision of respondents to use personal social media for work-related purposes is highly influenced by others especially the supervisors and other colleagues deemed important.
Regarding hedonic motivation, the results confirmed that perceived enjoyment i.e. hedonic motivation has positive effect on perceived personal image and attitude of respondents toward adoption of work-related use of social media. Hence employees who perceive social media as enjoyable have positive attitude toward use the technologies for work-related purposes. Overall, our results show that the acceptance and use of personal social media accounts for workrelated purposes among Tanzania government employee is influenced by individual or psychological factors (hedonic motivation, social influence, perceived personal image and attitude) and not by the system attributes i.e. performance expectancy and effort expectancy which in this case did not play any salient role in the intention of the employees to engage in the behavior.
FURTHER WORK
The main objective of this study was to investigate the factors that influence government employee's use of personal social media accounts for work-related purposes. Although this objective was achieved, nevertheless the model has a number of limitations that can limit its applicability. Firstly, this research was based on non-probabilistic sampling technique which could limit generalizability of the results hence in future a probabilistic sampling technique can done to offset this limitation. Secondly, this study is a cross-sectional since it was conducted in only in one point in time hence the results should be used with caution since changes in time and technology may affect the attitude of employees toward use personal social media accounts for work-related purposes.
Thirdly, the explained variance on perceived personal image (35%), attitude (54%), behavior intention (73%) and use behavior (73%) shows that there is room for improvement of the model by investigating the unidentified factors in order to achieve even higher explanatory power especially on perceived personal image and attitude in which the contributing factors showed relatively low explained variance. Fourthly, this study employed a quantitative approach in order to achieve the objectives of the study, however in future a mixed method approach can be used to provide in-depth explanation of the results.
Appendices Appendix A. Measurement Items
Construct
Item Code Statement
Performanc e Expectancy (PE) PE1 I find social media to be useful in my job.
PE2
Using social media for work-related purposes will enable me to accomplish tasks more quickly.
PE3
Using social media for work-related purposes will increase my productivity.
PE4
If I use social media for work-related purposes, I will increase chances of getting my salary raised (dropped).
Effort Expectancy (EE)
EE1
My interaction with social media is clear and understandable.
EE2
It is easy for me to become skillful using social media (dropped).
EE3
I find it easy to use social media.
EE4
Learning to operate social media is easy for me.
Social Influence (SI)
SI1
People who influence my behavior think that I should use personal social media for work-related purposes.
SI2
People who are important to me think that I should use personal social media for work-related purposes.
SI3
My supervisor uses personal social media for work-related purposes.
SI4
In general, my organization supports use of personal social media for work-related purposes (dropped).
Facilitating
Conditions (FC)
FC1 I have the resources necessary to use personal social media for workrelated purposes.
FC2
I have the knowledge necessary to use personal social media for work-related purposes.
FC3
Personal Social media are compatible with other technologies I use (dropped).
FC4
I can get help from others when I have difficulties using personal social media for work-related purposes.
FC5
A specific person (or group) is available for assistance with using personal social media for work-related purposes (dropped). Hedonic Motivation HM1 Using personal social media for work-related purposes would be interesting (dropped).
